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pire to see how the regulations are observed and to rule those out who play unfairly.
In the marketing of farm products many standards are necessary. Only recently has their importance been realized to any extent even by the government. It is not surprising, therefore, that unregulated competition among middlemen should have led to conditions which are unpleasing not only to farmers and consumers but to many cf the more public-spirited middlemen themselves. Now as never before people are demanding compulsory establishment and enforcement of proper competitive standards. Accordingly, various departments of government such as market divisions or bureaus are being established to develop this service.
The fixing of standards necessarily has to do with marketing services, marketing methods and marketing agencies. The extensive determination of suitable commercial grades for many farm products and their promulgation illustrates the making of competitive standards for the performance of the necessary marketing services.1 Investigations made by unbiased government commissions to determine the true economic consequences of local versus federated or integrated systems of cooperative or private middlemen for marketing grain and fruit followed by widespread publicity serve to illustrate the establishment of standards to guide in the application of marketing methods.2 Similarly, the recommendation often against popular clamor that cooperative agencies instead of governmental agencies be developed to solve certain marketing problems, or in other cases, that private agencies be retained instead of developing either governmental or cooperative middlemen, is indication that standards are even formulated for the kinds of middlemen suitable to proper competition under given conditions.
1 See annual reports of Federal and State Bureaus or Divisions of Markets.
8 See 1910 report of the Elevator Commission of the Province of Saskatchewan, Canada.